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Anthropology's Contributions t o

Marketing *CHARLES WINICK
Of the social sciences which deal with man and society, only economics, psychology, and sociology have been widely used in marketing. Economics is at the core of much of the content of marketing; psychology has yielded a variety of interviewing and projective testing procedures; sociology has contributed concepts like social class.
Marketers have been relatively slow in using anthropological insights and approaches, even though anthropology is also concerned with man and society. This article considers why anthropology has been used relatively seldom, and how it has been and might be employed.
THE RELATIVE slowness of anthropolo-
gists and marketers in finding common ground is surprising.' Anthropologists have served as colonial administrators, in foreign-aid programs, and in other situations requiring a special sensitivity to foreign cultures. They have also developed sales-training procedures which involve the analysis of the rate of speech of salesmen with potential customers, through devices which measure the rate of interaction between people talking. Cultural anthropology has much in common with psychology and sociology. All three are concerned with the examination of man in his cultural setting. They differ in the emphases which they place on different elements of the relationship between a person and his environment. It can be said that all human behavior essentially is a function of the interrelations of personality, the social system, and culture.
Oversimplifying, psychology is concerned with personality, sociology addresses itself to the social system, and anthropology explores the culture. The interdisciplinary field of social psychology may draw on all three of these fields, and there are integrated social psychology texts which do so.15 A shaper focus on the differences among these three social sciences may be obtained by speculating on how each of the three might look at a family.
The psychologist would be interested in the personal adjustment and emotional health of each member of the family. He would want to examine their attitudes, mutual perceptions, and motivational systems. Their happiness or lack of it would interest him.
The sociologist would be concerned primarily with the dimensions of role and status within the family and with the number of different kinds of families. He would examine how the social structure created various kinds of internal arrangements which made it possible for the fam-ily to exist. He would be interested in the norms of behavior and the stresses and strains shown by the deviations from the norm and resulting from role conflict. He would study class membership as well as the rates of various kinds of behavior, such as the birth rate.
The cultural anthropologist would examine the technological level which the culture had reached and the interrelations of technology with culture. He would scrutinize the procedures for inheritance of property and how kinship was reckoned and described, and how the spouses got to know each other. He would study the family's food and housing. He would be interested in the language level and dialects and in who talked to whom. He would be concerned with how the age of different members of the family affected their behavior, and with trends in illnesses. He would study how the culture "rubbed off" on the family unit. The anthropologist thus does not have information which it would be impossible for the sociologist or psychologist to obtain, but he has a special sensitivity to certain facets of social life.
The sociologist and psychologist bring a powerful and varied arsenal of concepts and approaches to the study of social life. In what ways is the anthropologist able to contribute insights and experience toward the science of "marketology," and to what extent may they not be immediately accessible, for example, to the sociologist?16 The anthropologist is especially trained to have empathy with groups other than his own and to "tune in" on their patterns of culture. Inasmuch as his training has exposed him to a wide variety of cultures, he can take a global view of a situation and see it in the context of a larger background. His training makes him sensitive to crosscultural differences which may be of crucial importance in many different situations, because his entire training is geared toward awareness of such differences. Anthropology has less of the factionalism which characterizes. psychology and sociology. This is not to suggest that all is serene in anthropology or that it has never been troubled by theoretical or methodological issues. However, even though anthropologists may disagree on something like the exact value of the contribution of a particular anthropologist, they would generally agree on what the cultural anthropologist looks for, and there are standardized check lists on how to view a culture.17 In contrast, a psychologist's allegiance to the Gestalt, behaviorist, psychoanalytic, learning-theory, or perception schools is likely to influence what he does with a given problem. A sociologist's commitment to the structure-function, historical, ecological, "middle range," environmental-determinism, or demographic schools would largely determine the emphases of his approach to a problem. Since such divergent schools are less likely to exist in cultural anthropology, it is probable that anthropological guidance on a given marketing problem would be relatively consistent.
WHAT THE ANTHROPOLOGIST KNOWS
The anthropologist is specifically trained to study national character, or the differences which distinguish our national group from another. He should be able to provide measures for distinguishing the subtle differences among a Swede, a Dane, and a Norwegian; or between a Frenchman and an Englishman; or a Brazilian and an Argentinian; or between a typical resident of Montreal and one of Toronto. The anthropologist is also a specialist in the study of subcultures. Related to this is the anthropologist's professional interest in languages and symbols. He might, for example, be especially concerned about why a particular shape has special significance as a symbol in a society, or how the structure of a language or a regional speech pattern was related to how people think.9l
Another area of concern to the anthropologist, because of its symbolic meanings has to do with "rites de passage" or the central points in a person's life at which he may ritually be helped to go from one status to another, for example, birth, puberty, or marriage.20
Taboos represent a continuing area of interest to the anthropologist.21 Every culture has taboos or prohibitions about various things, such as the use of a given color, or of a given phrase or symbol. The anthropologist is aware of the larger values of a culture, which represent the substratum of custom which is taken for granted and the violation of which represents a taboo.
The anthropologist's method is primarily the exposure of his highly developed sensitivity to the area in which he is working, via observation and extended interviews with informants. Projective tests have also been widely used in anthropological studies. The anthropologist can bring a wealth of insight to marketing situations.
USE OF ANTHROPOLOGY IN MARKETING
There are at least three kinds of situations in which the knowledge of the anthro-pologist has been employed in marketing: specific knowledge; awareness of themes of a culture; sensitivity to taboos.
Specific Knowledge
Here are a few cases in which the specific knowledge of an anthropologist was applied to marketing situations.
A manufacturer of central heating equipment was planning to introduce central heating to an area which previously had used other heating. Since people generally grow up to accept a certain approach to heating which they take for granted, introduction of the new central heating posed marketing problems in coping with deeply imbedded consumer resistance to what would be a major innovation. An anthropologist was able to draw on his knowledge of the folklore and symbolism of heat and fire in order to suggest methods of presenting the new system, so as to make it as consonant as possible with the connotations of heat, even though the nature of the heating method had changed radically. There was considerable consumer resistance to the central heating, but it decreased substantially after the first year.
In addition to a marketing problem, the introduction of central heating also posed problems of public policy which the manufacturer had to overcome before he could obtain approval for the introduction of the heating equipment. The area was one which suffered from a declining birth rate, and officials were concerned about the extent to which central heating might cause the birth rate to decline further, because of their belief that heated bedrooms would cause a decline in sexual activity and ultimately in births.
The anthropologist was able to point to some cultures in which the birth rate had declined and some in which it had not done so after the introduction of central heating. The anthropologist's data made it possible for the manufacturer of the central-heating equipment to discuss its probable effects realistically with the appropriate officials.
Another field in which the anthropologist has specific knowledge that other social scientists are not likely to have is that of clothing and fashion. The only empirical study of the fashion cycle in woman's clothing which has successfully been used for predictive purposes by clothing manufacturers was conducted by anthropologists.22 In marketing situations, the anthropologist has often been able to combine his special knowledge of the needs of the body for clothing of various kinds at different ages, his sensitivity to what technology makes possible 'and his awareness of fashion.
For example, an anthropologist was consulted by a leading manufacturer of overalls for young children, a product which had remained unchanged for decades. He examined the product in the light of the special needs of children who wear overalls, the growing use of washing machines to launder the overalls, their relative frequency of laundering, and contemporary technology. He suggested that the overall straps have a series of sets of metal grippers instead of buttons, thus making it possible to use different sets of grippers as the child grew instead of tying or knotting the straps. Noting that the straps often fall off the shoulders when children played, he suggested that the shirts which children wore under the overalls have either a loop for the straps to pass through or a synthetic fastener which faced matching material on the strap, so that the shoulder of the shirt could be pressed against the strap and remain attached to it until shoulder strap and shirt were pulled apart.
He also recommended that the seams of the overalls, previously single stitched, be double stitched like those of men's shirts, which have to withstand frequent launderings. The double-stitched overalls would be less likely to come apart as a result of frequent launderings in a washing machine. These recommendations were adopted, and within a few years substantially changed and expanded the nature of the overall market for young children. The children's parents were more pleased with the overalls because they lasted longer and looked better on the children, and they were far more functional than before.
The special knowledge of the anthropologist has been called into play where there are special subcultural groups to which the marketer wishes to address himself. One beer manufacturer wished to extend his market share among Negroes in a large eastern city in the United States. He was advised about reaching this group by an anthropologist who was familiar with the special subculture of Negroes, and who pointed to the profound effects of Negroes' caste membership on their purchasing behavior. The ambiguity of their role has led many Negroes to be especially aware of articles that have status connotations and of whether a brand symbolizes racial progress. Examination of the manufacturer's marketing program by the anthropologist led to several recommendations for change. The manufacturer began to help in the support of several major social events related to the arts in Negro communities, and to stress that the beer was a national brand with quality-control procedures. He changed the content of his advertising in the direction of enhancing its status and quality connotations. These changes were all directed toward improving the status connotations of the beer to Negroes.
Guidance on related problems with respect to the Puerto Rican and Jewish markets has also been used constructively. Since 35 to 40 per cent of the population of the United States consists of minority subcultures, the anthropologist's contributions may be considerable.
Another situation had to do with the selection of specific symbols for various purposes. A major manufacturer of women's products was uncertain about whether to continue using the Fleur de Lis emblem on his package. Anthropological analysis of the symbol suggested that its association with French kings and other cultural connotations of maleness made it more masculine than feminine. The anthropologist's recommendations were confirmed by subsequent field testing.
In a related case, a manufacturer of women's cosmetics conducted an anthropological study of the comparative symbolism in our culture of women's eyes and mouth, which suggested that the eye tends to be experienced as a relatively protecting organ while the mouth tends to be experienced as more nurturing. This knowledge of the differences between the special meanings of eye and mouth could constructively be used in marketing the products, and especially in advertising. The advertising explicitly and implicitly mentioned the role of the eye in protection of the woman. It stressed the role of the mouth as the organ which both symbolically and literally gives love. This replaced the manufacturer's previous advertising, in which both eye and mouth were treated in the same way, as organs which could be made beautiful.
Awareness of Themes
The anthropologist has functioned in situations in which he can use his special understanding of themes of a culture, oftentimes taken for granted.
A major chain of candy shops was suffering a decline in sales. A marketing-research study had established that the brand was usually bought as a gift, either for others or as a gift for the purchaser. The chain was unable to develop any ways of using this finding that were not hackneyed. Anthropological guidance on the symbolism of gift-giving enabled the chain to develop merchandising, packaging, and advertising formats for the gift theme. Anthropological study of the connotations of the major holidays suggested themes for window displays, and advertising of the candy in conjunction with the holidays. The chain's marketing strategy was revised on the basis of the anthropological interpretation and clarification of the marketing-research study. Anthropologists are the only social scientists who have systematically studied giftgiving and gift-receiving.23
Another example of anthropological interpretation of a marketing-research study was provided by a shirt manufacturer. The study had established that women buy more than half of men's shirts in a particular price range. The anthropologist was able 23Marcel Mauss, The Gift (London: Cohen & West, Ltd., 1954).
to interpret this finding in the light of several anthropological studies of the relations between husbands and wives in America. The manufacturer had been thinking of placing advertising for his men's shirts in selected women's magazines. The anthropologist was able to point to a number of studies of husband-wife relations which suggested growing resentment by men over the extent to which women had been borrowing and buying men's clothing, and which suggested that the proposed advertising campaign might not be propitious.
Another anthropologist's special sensitivity to the "rites de passage" helped a shoe manufacturer whose sales were declining because of aggressive foreign and domestic competition. The anthropologist was able to point to the extent to which shoes represent major symbols of our going from one stage of life to another, and to assist the manufacturer in developing methods for using the relationship between shoes and "rites de passage."24 A landmark along the road of an infant becoming a child usually is found between the ages of 4 and 6 when he can tie his own shoe laces. The manufacturer developed some pamphlets and other instructional material for parents on how to help children to learn to tie their shoe laces. Distribution by local retailers contributed toward making parents favorably aware of the brand's line for children in this age group.
The teenager signalizes her entrance into a new social world by her first high heels. Window displays and advertising which explicitly stressed the new social activities of the teenager wearing her high heels, and naming specific shoe models after teenage social events ("The Prom") contributed toward associating the manufacturer's name with the excitement of the new world symbolized by the high heels.
Older people see the wearing of special "old people's shoes" as the ultimate reminder that they are becoming old. Perhaps the most frequent occasion for the anthropologist to demonstrate specific knowledge in Canada has to do with language. One laundry-soap company had point-of-sale material on its soap describing it as extra strong and the best one to use on especially dirty parts of wash ("les parts de sale"). After sales of the soap had declined, an anthropologist who was called in by the company pointed out that the phrase is comparable to the American slang phrase "private parts." This kind of mistake might have been avoided if anthropological guidance had been available before sales declined.
Some products do not sell well in Quebec because the English name may be almost unpronounceable to a French speaker, or the name of the product may be meaningless even when translated idiomatically. Even the English spoken in Montreal differs somewhat from the English spoken in Toronto, creating potential hazards for the marketers who may not know, for example that a "tap" in a "flat" in Toronto is likely to be a "faucet" in a Montreal "apartment."
A study done by an anthropologist for a food manufacturer demonstrated the relationship between the purchases of certain food items and the gradual decline of the wood-burning stove which used to be a staple of Quebec farm kitchens. The wood stove would almost always have a stew pot ("pot au feu") simmering all day. Various ingredients were put into the pot to provide flavor. With the introduction of gas and electric kitchen ranges, it not only became relatively expensive to keep the stew pot going but the simmering could not be sustained because the pot would tend to boil rather than simmer. This change was accompanied by some radical adjustments in food consumption which were of great relevance to food marketing. The manufacturer was able to begin distribution of canned soups and stews which soon found a very large market and rapidly replaced the "pot au feu." Taboos Alertness to taboos was illustrated by an anthropologist's suggestion to a manufacturer of canned fish for changing a series of advertisements which were appearing in Quebec magazines and newspapers. The same advertisement was run repeatedly. The advertisements showed a woman in shorts playing golf with her husband. The caption read that the woman would be able to be on the golf links all day and still prepare a delicious dinner that evening if she used the product. Every element in the advertisement represented a violation of some underlying theme of French Canadian life; the wife would not be likely to be playing golf with her husband, she would not wear shorts, and she would not be serving the particular kind of fish as a main course. In this case, the anthropologist was consulted after the series had been running for awhile.
THE MARKETER AS AN ANTHROPOLOGIST
A good case could be made for the thesis that marketing researchers do more anthropological research on modern cultures than do anthropologists. Marketing researchers are studying national character, subcultures, themes, and ways of life. The kind of information which marketingresearch studies seek on how people live and what products they use represent firstrate material for the cultural anthropologist.
The questionnaire, panel, audit, sales analysis, and other methods of modern marketing differ in degree but not in kind from the trained observations of the anthropologist, but there is no reason why the two methods cannot complement each other. Greater communication between these two fields can and should lead to mutual enrichment of both.
MARKETING MEMO Are American Businessmen Inhumane?
I do not mean they are inhuman; they are all too human. I do not mean that they are insufficiently humanitarian. I mean that American businessmen, like most other Americans, are deficient in the discipline that nurtures the spirit.
Humanism is a discipline that traces its origin back to the Hebrew prophets and the Greek philosophers, and has existed ever since to humanize men. Cicero and Seneca and Marcus Aurelius were at once the Roman exemplars and the Roman preceptors of this humanizing process, for which our term is a "liberal education." The humanists believe that through the study of great lives and great thoughts the minds of earnest men could be molded nobly. The process was both ethical and intellectual. This humane discipline, passed along in the literature of Christian theology, classic philosophy, poetry, history, biography, dominated the thinking of the whole of the Western Worlduntil very late in the 19th Century. Humanism persists today, but with influence greatly weakened.
-Russell Kirk, "The Inhumane Businessman," an address before The President's Committee for Education Beyond High School, New York University, April 30, 1957.
